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Abstract
Teamwork, staff satisfaction, and organizational commitment on employee loyalty have been
investigated by previous literature. However, the mediating effects of affective (AC), continuance
(CC) and normative (NC) commitments are still a big gap present in theory. Thus, the main purpose
of this paper is to explore the mediate role of AC, CC, and NC on employee loyalty. In total, 123
individuals participated in this research. The SEM technique approach was used throughout Smart
PLS software version 3.0. The results supported nine hypotheses and rejected one. The theoretical
and managerial implications are presented as well as research limitations and avenues for future
studies.
Keywords: teamwork, satisfaction, commitment, loyalty, employee
Recommended Citation: Nicolleti, T. A. C., Mangini, E. R., Aureliano-Silva, L., Pires, C. S., &
de Freitas Dias, C. A. (2021). Teamwork, satisfaction and mediating effect of affective,
continuance and normative commitments on employee’s loyalty. In C. Cobanoglu, & V. Della
Corte (Eds.), Advances in global services and retail management (pp. 1–16). USF M3
Publishing. https://www.doi.org/10.5038/9781955833035
Introduction
The Service Profit Chain model proposed by Heskett, Jones, Loveman, Sasser, and Schlesinger
(1994) postulated that for an organization to ensure relevant market share and profitability, it
would be necessary to provide optimum internal resources for their teamwork to deliver high
service quality (Kim, 2014) and maintain a competitive advantage (Porter, 1985).
Other models have been developed over the years from different angles, for example, on the
organizational environment (Chicu, Valverde, & Ryan, 2016), a study of service quality
(Parasuraman, Berry, & Zeithaml, 1991; Rust, Zahorik, & Keiningham, 1995), organizational
climate, and employee commitment (Gelade & Young, 2005) and research related to consumer
satisfaction and loyalty (Homburg, Wieseke, & Hoyer, 2009). In our view, employee commitment
and its facets, affective, continuance, and normative may serve as a mechanism—mediator
variables, between satisfaction and loyalty, which in turn, impact the sales performance (Jha,
Balaji, Yavas, & Babakus, 2017).
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From this theoretical lens, commitment mediates the relationship between staff satisfaction and
staff loyalty. From the employee's perspective, commitment depicts the actions characterized by
positive reactions or feelings (Cater & Zabkar, 2009). Organizational commitment is the
employee's involvement with the organization exhibited by the intention to stay and strive for the
benefit of the organization (Gangai & Agrawal, 2015) and is composed of affective commitment;
continuance commitment; and normative commitment (Meyer & Allen, 1991).
The theoretical facets of organizational commitment represent different ties between the
employees and the organization (Wombacher & Felfe, 2017). Affective commitment is an
affective attachment or even a desire to belong to the organization, continuance commitment is
related to a belief that efforts and investments’ employee would be lost if they were to leave the
organization, and normative commitment is based on rules and organizational regulation and it is
considered as a sense of obligation to the organization (Allen & Meyer, 1990).
Although a body of studies has investigated the direct relationship among organizational
commitment, staff satisfaction, and loyalty (Meyer, Allen, & Smith, 1993) the role of affective,
continuance, and normative commitment as mediator variables between satisfaction and staff
loyalty is still an enormous gap. To fulfill this gap, first, this study investigates the direct
relationship among teamwork, satisfaction, and loyalty, and more important, explores the
mediating role of affective, continuance, and normative commitments.
After this introduction, we present the literature review on teamwork, satisfaction, commitment,
and loyalty. In the sequence, we present the method applied to the study. Firstly, we analyzed the
direct relationships among teamwork, satisfaction, and loyalty, and then, the mediator role of
different facets of staff commitment in the relationship between satisfaction and loyalty. After this
section, the results are discussion is presented. Finally, the implication for the theory and practices
are presented. The paper finishes by presenting the limitations of the study and avenues for future
studies.
Literature Review
Teamwork
Teamwork has a direct influence on superior organizational performance due to the synergy
resulting from coordinated efforts among team members (Kim, 2014). It also favors the correction
of organizational problems and increases the chance of finding solutions for decision making,
besides generating a favorable environment for innovation and creativity development in the
organization (Ardahan, 2007). It is possible to state that the performance and quality of service are
enhanced with teamwork (Murakami, 1995), and the increase in job satisfaction is aligned with
the tasks to be performed (Gallie, Zhou, Felstead, & Green, 2012). But, for performance and
service quality to meet customer expectations, employees must possess characteristics such as
good communication, both knowing how to listen and how to argue and present major points, trust
in other group members, collaboration, flexibility, and openness to new ideas (Brock, McAliney,
Ma, & Sen, 2017). Team cohesion is essential for the work to be carried out efficiently and
effectively, but beyond the technical premises, the work must be guided by normative issues
(Rolfsen, 2013). This can be reflected in the individual's behavior and their satisfaction (Valle &
Witt, 2001), formalizing the first hypothesis:

https://digitalcommons.usf.edu/m3publishing/vol5/iss2021/72
DOI: https://www.doi.org/10.5038/9781955833035

2

Nicolleti et al.: Teamwork, satisfaction and mediating effect of affective, continuance and normative commitments on employee’s loyalty

•

H1: Teamwork has a positive effect on employee satisfaction.

Satisfaction
The frontline employee has high contact with customers and acts directly on the service encounter.
They can affect the customer's perception of service quality, satisfaction, and value (Brady &
Cronin, 2001). Also, there is a direct relationship between employee satisfaction, trust, loyalty,
and perceived consumer value on the other (Kim, 2014).
From the organizational perspective, a high level of job satisfaction positively influences
productivity and commitment. It can be assumed that the service employee's behavior, attitude,
skill, and emotions can influence purchase and post-purchase behaviors if the perceived quality is
aligned with the expected service (Sergeant & Frenkel, 2000; Singh, 2000). The satisfied employee
is positively matched concerning some dimensions experienced in the organization, such as
satisfaction with salary, coworkers, leadership, working conditions, and possibilities for career
development and advancement (Srivastava, 2013). The concept of satisfaction employs the state
of affective and cognitive grouping related to work experiences (Whitman, Van Rooy, &
Viswesvaran, 2010). Satisfying employee needs can act to reinforce the individual's emotional
connections to the company (Olayiwola, 2001).
Employee satisfaction is positively related to normative and affective commitments and shows no
significant relationship with the continuance component (Gunlu, Aksarayli, & Perçin, 2010).
Satisfaction is a determining factor in organizational commitment (Srivastava, 2013; Valaei &
Rezaei, 2016) and with that, the following hypotheses are developed:
•
•
•

H2a: Employee satisfaction has a positive effect on affective commitment.
H2b: Employee satisfaction has a positive effect on continuance commitment.
H2c: Employee satisfaction has a positive effect on normative commitment.

Satisfaction in the work environment encompasses both an emotional and psychological state
concerning the general connotation of work and/or personal experiences. It is still the result arising
from personal needs concerning the organizational context (Tziner, Ben-David, Oren, & Sharoni,
2014). In another perspective, employee satisfaction is linked to the evaluation based on their
values about the activity performed or even with the performance of the task performed (Tortorella,
Escobar, & Rodrigues, 2015). According to Hsu and Wang (2008), several factors are considered
as generators of satisfaction, and as a result, there is the formation of loyalty and evaluation of task
and activity performance. Job satisfaction is reported as an important factor of business success
and the shaper of employee loyalty (Dhir, Dutta, & Ghosh, 2019). With this theoretical
background, the following hypothesis is established:
•

H3: Employee satisfaction has a positive effect on loyalty.

Commitment
Organizational commitment is a psychological connection and involvement with the organization
(Cooper-Hakim & Viswesvaran, 2005). Although organizational commitment can be analyzed
from several perspectives and with different typologies, in this concluding paper the attitudinal
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perspective is adopted. In this perspective, commitment is seen as the relationship established
between the company and the employee (Allen & Meyer, 1990) and is divided into affective,
continuance, and normative components. It should also be noted that commitment is seen as a
psychological contract that can influence job retention and the development of employee loyalty
(Cohen, 2011; Yao, Qiu, & Wei, 2019).
As reported by Meyer and Allen (1991) affective and normative commitment have a positive
relationship with employee performance while continuance commitment has a null or negative
relationship. However, Yiing and Ahmad (2009) observed that organizational commitment is a
negative predictor of job satisfaction but is not a predictor of employee performance, nevertheless,
it does not spell out which facet of commitment was researched. But Meyer and Allen's (1991)
propositions were corroborated by Cesário and Chambel (2017) who demonstrated a positive
relationship between affective and normative commitment with employee performance.
Affective commitment is associated with the conception of employee loyalty and dedication, along
with pride in being part of the organization (Lam & Liu, 2014). It is the emotional attachment that
encompasses the existing relationship with the organization (Meyer, Stanley, Herscovitch, &
Topolnytsky, 2002). When there is a whole organizational apparatus aimed at the employee, there
is an increase in affective commitment (Laffranchini, Wagstaff, & Kim, 2021). The employee who
presents affective commitment presents aspects of happiness and personal development as well as
a better performance at work (Kundi, Aboramadan, Elhamalawi, & Shadid, 2020). The feeling of
pride is a characteristic present in affective commitment, satisfaction is noted, and the acquired
results point to positivity and the possibility of continuous evolution (Kundi et al., 2020). The
affective commitment represents a closer bond, considering that this approach is enhanced from
the employee's feelings, acceptance of beliefs, identification, and understanding of the
organization's values (Laffranchini et al., 2021). Triggered by memories of previous work
experiences, particularly those that satisfied the individual's psychological needs, this approach to
organizational commitment brings a sense of comfort and elevates the employee's sense of
competence (Meyer et al., 1993). Within this theoretical perspective, the hypothesis is designed:
•

H4a: Affective commitment has a positive effect on employee loyalty.

Continuance commitment is the effect of a psychosocial mechanism of exchanges and expectations
involving the employee and the organization (Gunlu et al., 2010). It portrays the feeling of
permanence to the organization due to the high costs linked to leaving, proceeding from the
reflection of everything that was invested and the individual's feeling that he would not be able to
position himself in a better way outside the current company (Wang, Indridason, & Saunders,
2010). The employee's permanence in the organization reflects the benefits offered by the current
relationship with the organization, if the dedication is greater than the return, the chance of job
abandonment is high (Meyer et al., 2012). The continuance approach deals with the exchanges
between the entity and the individual, in which he believes that his permanence is necessary
because he has already invested resources and time in the organization (Commeiras & Fournier,
2001). Thus, the hypothesis is established:
•

H4b: Continuance commitment has a positive effect on employee loyalty.
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In the normative dimension, moral pressures are present in the employee's connection to the
employing organization (Johnson, Chang, & Yang, 2010). The organizational climate, job
characteristics, and interactions build moral commitment, which facilitates the identification of the
individual with the organization (Wiener, 1982). The employee's permanence in the company is
given by the sense of moral obligation, a strong characteristic of normative commitment (Wiener,
1982). Morality is a characteristic present in the normative dimension, strengthening the
employee's perception that staying in the company is an obligation (Rego & Souto, 2004).
Normative commitment indicates a behavior focused on normative controls, such as rules and
internal regulations (Wiener, 1982). Based that the employee is committed to following the rules,
it is assimilated that the employee has the understanding that it is necessary to achieve first the
organizational goals and later satisfy his own needs (Hui, Lee, & Rousseau, 2004). So, the
hypothesis is developed:
•

H4c: Normative commitment has a positive effect on employee loyalty.

Loyalty
Loyalty reflects an individual's admiration or feeling for a person or group of people, an object, a
cause, and even an organization (Yee, Yeung, & Edwin Cheng, 2010). Identified as a behavior of
organizational citizenship, employee loyalty is related to loyalty to the organization, propagating
its interests and image to others (Waqas et al., 2014). Employee loyalty is the desire to stay in the
organization, it stimulates the willingness to perform extra work and have more responsible actions
and raises the pride of belonging to the organization (Yee et al., 2010). Can be defined as a
psychological attachment with the organization, loyalty has its development impacted by the level
of employee satisfaction, the emotional relationship existing between the individual and the
organization increases the feeling of responsibility and commitment to the organization (ZayasOrtiz, Rosario, Marquez, & Gruñeiro, 2015). Identified as a manifestation of organizational
commitment, loyalty reflects the mutual involvement between the employee and the organization,
reciprocity is an aspect that generates major influences on the degree of loyalty present in
organizational relationships (Yang, Wan, & Fu, 2012).
Mediation
Mediation occurs from the interference of a construct in an existing relationship between two
variables (Baron & Kenny, 1986). The mediating effect involves an intermediate variable in a
relationship between Independent Variable (IV) and Dependent Variable (DV) (Nitzl, Roldan, &
Cepeda, 2016). Employing the analysis of path coefficients and the possible relationships between
these coefficients, it is credible to classify mediation into five different types. Non-mediation is
characterized by the "Direct Relationship" and "No Effect" types. Mediation can be of Indirect,
Competitive, or Complementary Relationship type (Nitzl et al., 2016; Zhao, Lynch, & Chen,
2010). Therefore, the following hypotheses are established:
•
•

H5a: The relationship between satisfaction and loyalty is mediated by affective
commitment.
H5b: The relationship between satisfaction and loyalty is mediated by continuance
commitment.
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•

H5c: The relationship between satisfaction and loyalty is mediated by normative
commitment.

Methods
Data analysis was performed using structural equation modeling which involves multivariate data
analysis techniques from a series of dependency relationships (Ringle, Silva, & Bido, 2014). It is
a statistical technique that allows the evaluation of unobservable variables that are measured
indirectly through indicators and makes it possible to analyze the relationship of multiple
constructs (Hair et al., 2019).
Sample
This research used non-probability sampling and the collection occurred by accessibility. For the
calculation of the sample, the G-Power software was used, with the adoption of an effect size of
15%, statistical power of 80%, and an alpha of 0.05, and with four predictors the minimum sample
size is 85 respondents, but with 123 valid responses the statistical power increased to 95% (Hair,
Hult, Ringe, & Sarstedt, 2017). The collection conducted between December 2020 and January
2021 obtained 154 respondents, however with the proper data preparation procedures the final
sample contained 123 valid responses.
Data Collection
The questionnaires were prepared on Google forms and sent by email, WhatsApp, Facebook, and
Instagram. The 154 responses were analyzed and the data from respondents who were not
employed at the time of collection were discarded. Then, the data were analyzed using SPSS 22
(Statistical Package for the Social Sciences) software. Harman's simple factor test was performed,
which checked the Total Variance Explained that must be less than 50% that proves the inexistence
of sample bias (Common Method Bias) (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). The
next step was to verify if there were univariate outliers addressing boxplot and was also performed
the Mahalanobis distance (D2), a procedure indicated to detect multivariate outliers (Fávero &
Belfiore, 2017), which resulted in a sample of 123 valid responses.
To measure the attitudes and to know the degree of compliance of employees of industrial services,
a five-point Likert scale was used. To measure Teamwork and Employee Satisfaction, the scale
validated by Kim (2014) was used. To measure Loyalty, the scale used was developed by Bates,
Amundson, Schroeder and Morris (1995) while to measure Affective, Continuance and Normative
Commitment, a scale developed by Meyer et al. (1993) was used. All of scale are presented at
Appendix.
Conceptual Model
From the theoretical aspects and the constructions of the hypotheses, it was possible to build a
conceptual model relating all the proposed hypotheses and the constructs studied, and this model
can be seen in figure 1.
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Figure 1: Conceptual Model

Findings
Demographics
The majority (52%) of the survey respondents are employed in the industrial sector. In total, 123
individuals responded to the questionnaire. Sixty-seven (%) declared themselves to be female, and
only 2 people did not wish to answer this question. The marital status presented similarities
between single and married individuals. In terms of age, most of the respondents are between 18
and 30 years old (71 respondents - 57.7%) and only one person is over 60. The literacy level of
the respondents was 43.1% high school and 45.5% had a college degree.
Assessment Measurement Model
After the data were properly prepared and the Kolmogorov-Smirnov test was evaluated by the
SPSS software whose results pointed to non-adherence to the normal curve, the data were entered
into the SmartPLS software, version 3.3 (Ringle, Wende, & Becker, 2021). The results of the first
round of the PLS algorithm suggested removing items that had factor loadings less than 0.40 (Hair
et al., 2017). After the initial adjustments, the VIF values (1.0 < VIF < 2.35) are below 3.0 (Hair,
Risher, Sarstedt, & Ringe, 2018). When analyzing the effect size by Cohen's indicator (f²) it was
possible to see that the values presented represent medium and high effects (Ringle et al., 2014).
Another index analyzed is Pearson's coefficient of determination (R²) where just the relationship
Satisfaction and Continuance Commitment have a small effect for the regression fit (R² = 0.038),
while the other values show a large effect (Cohen, 1988).
Table 1: VIF, f², R², and R² Adjusted.
Hypothesis
H1
H2(a)
H2(b)
H2(c)
H3
H4(a)
H4(b)
H4(c)

Structural Path
Teamwork → Satisfaction
Satisfaction → Affective Commitment
Satisfaction → Continuance Commitment
Satisfaction → Normative Commitment
Satisfaction → Loyalty
Affective Commitment → Loyalty
Continuance Commitment → Loyalty
Normative Commitment → Loyalty

VIF
1.0
1.0
1.0
1.0
2.347
2.218
1.141
1.721

f²
0.822
1.060
0.040
0.548
0.250
0.110
0.078
0.040

R²
0.451
0.514
0.038
0.354

R² Adjusted
0.447
0.510
0.030
0.349

0.681

0.670

Table 2 presents the values of Cronbach's Alpha and Composite Reliability, whose threshold is
equal to 0.70, although the values of Cronbach's Alpha can be underestimated due to sensitivity to
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sample size and the number of the items (Hair et al., 2017). When evaluating the Composite
Reliability, all constructs presented values that allow us to affirm the existence of Internal
Consistency Reliability. Another important point is Convergent Validity, in which items correlate
positively with the same construct. To verify the model's Convergent Validity, it is recommended
to use the average variance extracted (AVE) and the factor loadings of the items. In the case of the
AVE, the values should be higher than 0.50, as can be seen in table 2. When investigating the
factor loadings of the items, it is suggested that the values should be higher than 0.70, but it is
possible to accept values between 0.40 and 0.70 to ensure the content validity of the construct
(Hair, Sarstedt, Ringe, & Gudergan, 2018). In possession of such information, it is credible to state
that the model presents Convergent Validity. Also, in Table 2, it is possible to evaluate the
Discriminant Validity, which explains the independence and uniqueness of the constructs. Both
the Fornell-Larcker criterion (the root of the AVE) and the Heterotrait-Monotrait ratio are used.
With the values presented, the model also presents Discriminant Validity.
Table 2: Data Consistency, Convergent and Discriminant Validity
Latent Variables

Teamwork

Satisfaction

Affective Commitment
Continuance
Commitment
Normative
Commitment
Loyalty

Indicators

Convergent Validity
Loadings
AVE

Data Consistency
Cronbach’s
Composite
Alpha
Reliability

> 0.70

> 0.70

TW1
TW2
TW7
TW8
S1
S2
S4
S5
S6
S7
CA2
CA5
CA6
CI1
CI2
CN5
CN6
L1
L2
L4
L7
L9

0.562

0.742

Discriminant Validity
FornellHTMT
Larcker
Criterium
Root Square
HTMT
of AVE
Confidence
Interval Does
Not Include 1
0.837
0.750 Yes

0.612

0.840

0.887

0.782 Yes

0.581

0.639

0.806

0.762 Yes

0.633

0.419

0.775

0.795 Yes

0.883

0.868

0.938

0.940 Yes

0.643

0.860

0.900

0.802 Yes

> 0.50

0.796
0.767
0.755
0.677
0.814
0.829
0.774
0.740
0.718
0.612
0.806
0.746
0.732
0.800
0.790
0.931
0.948
0.724
0.830
0.773
0.896
0.776

>0.70

Assessment of Structural Model
With all adjustments made to the measurement model, the next step consists of evaluating the
structural model, where the structural coefficient values of the regressions, t-test values, and pvalue are analyzed using the Bootstrapping procedure. This procedure promotes the extraction of
subsamples with an estimation of statistical values and in this article 10000 resamples were
performed. The result of this procedure in table 3 allowed us to verify that 6 hypotheses were
supported at the 1% level, one hypothesis was supported at the 5% level, and only hypothesis
H4(c) was rejected for presenting a t-test lower than 1.96 and p-value higher than 0.05.
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Table 3: Tests and Values
Hypothesis

Structural Path

H1
H2(a)
H2(b)
H2(c)
H3
H4(a)
H4(b)
H4(c)

Teamwork → Satisfaction
Satisfaction → Affective Commitment
Satisfaction → Continuance Commitment
Satisfaction → Normative Commitment
Satisfaction → Loyalty
Affective Commitment → Loyalty
Continuance Commitment → Loyalty
Normative Commitment → Loyalty

Structural
Coefficient (β)
0.672
0.717
0.195
0.595
0.433
0.279
0.168
0.148

Standard
Error
0.048
0.043
0.094
0.060
0.094
0.073
0.061
0.098

T-Test

P-Value

Result

14.106
16.712
2.080
9.930
4.593
3.823
2.768
1.513

0.000
0.000
0.038
0.000
0.000
0.000
0.006
0.130

Supported
Supported
Supported
Supported
Supported
Supported
Supported
Rejected

Critical values to t (123) = *p<0.1%=3.29; **p<1% = 2.57; ***p<5% = 1.96.

Figure 2 presents the structural model, with the relationship between the latent variables and the ttest values.
Figure 2: Adjusted Model and T-Test Values

When adopting the model of Zhao et al. (2010) to evaluate the existence of Mediation of the types
of Commitment in the Satisfaction and Loyalty relationship, it is necessary to verify the Total,
Direct and Indirect Effects in this relationship. The Total Effect, which aggregates the Direct and
Indirect Effect, is provided by the Bootstrapping procedure and the analysis of these effects is
presented in Table 4. Figure 3 shows the mediated relationship, and it should be noted that a change
in the IV construct will affect the Mediator M, which will affect the DV construct (Hair et al.,
2017).
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Figure 3: General Mediation Model

Source. Nitzl et al. (2016)

When evaluating the path coefficients for each mediating construct and the p-value it is possible
to verify that the Affective Commitment and Continuance Commitment have a mediation effect in
the relationship between Satisfaction and Loyalty. Using the Zhao et al. (2010) model it is possible
to affirm that it is Complementary Mediation (partial mediation) because the product of path
coefficient is positive and significant to 5%. And there is no mediation when Normative
Commitment is analyzed. With these results, H5a and H5b are supported while H5c is rejected.
Table 4: Total, Direct and Indirect Effect in Relationship Satisfaction and Loyalty
Total Effect
Structural
T-test
Coefficient (β)
0,754
17.337

Direct Effect
Structural
T-test
Coefficient (β)
0.433
4.593

Indirect Effect
Relationship between path
coefficients
Total
(SC®AC)*(AC®LC)
(SC®CC)*(CC®LC)
(SC®NC)*(NC®LC)

Value
0.321
0.200
0.033
0.088

Discussion of Results
The main purpose of this paper was to explore the mediate role of affective commitment (AC),
continuance commitment (CC), and normative commitment (NC) between satisfaction and loyalty.
As previous literature presents evidence of direct relationships among teamwork, satisfaction, and
loyalty (Kim, 2014), we add value to the current literature including the mediating role of different
types of commitments.
When analyzing the result of hypothesis 1 (β=0.654; t-test of 13.621 and p-value<0.001) which
establishes the relationship between teamwork and the development of employee satisfaction, it is
possible to corroborate Ardahan's (2007) studies on the effects of organizational environment on
employee creativity. Finding that the coefficient value is positive and significant at 0.0001%, the
sample reveals that teamwork positively affects the formation of employee satisfaction as
postulated by Viitala, Tanskanen, & Säntti (2015) and Brock et al. (2017). The importance of
employee satisfaction is not only limited to the internal environment. Its influence is a determinant
of customer satisfaction, which fosters interaction (Fatima, Razzaque, & Di Mascio, 2015) as well
as the value co-creation process (Neghina, Caniëls, Bloemer, & Van Birgelen, 2015).
The hypotheses H2a, H2b, and H2c, which relate employee satisfaction to the three types of
commitment revealed significantly positive results, with H2(a) and H2(c) at 0.1% level and H2(b)
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at 5% alpha. Satisfaction, as it relates to the affective aspect, demonstrates that human relationships
have high emotional importance and as pointed out by Guillon and Cezanne (2014) provides high
levels of commitment, which in turn stimulates employee loyalty and retention. The high
relationship between satisfaction and affective commitment underscores Valaei and Rezaei's
(2016) assertions about the determinants of satisfaction in the organizational environment.
However, the two other dimensions of commitment, continuance and normative, also show that
satisfaction has high predictive power and importance of commitment (Gunlu et al., 2010; Meyer
& Allen, 1991).
As supported in our study, there is a positive relationship between satisfaction and loyalty. These
findings were expected according to previous literature (Oliver, 1980; Hsu & Wang, 2008).
However, this relationship is strongly influenced by the staffs’ commitment to the organizations.
Our study, advances in literature adding this construct to expanding the literature and the
explanation regarding the employee loyalty to organizations. In doing so, hypotheses H4a and b;
and H5a and b are supported. However, the hypothesis H4c and H5c were rejected. An explanation
for that lies in the two-dimensionality of the construct commitment, which covers the affective and
continuance component (Meyer & Parfyonova 2010), and the normative component is not
considered a part of organizational commitment. Also, loyalty, considered a psychological
contract, presents an affective component directed to the organization (Zayas-Ortiz et al., 2015;
Dhir et al., 2019) and does not present a relationship of obligation with the organization, therefore
the relationship with the Normative component does not present significance.
Theoretical and Managerial Implications
The main theoretical contribution of this study is to extend the knowledge about the mechanisms
of affective, continuance, and normative commitment as mediating variables in the relationship
between staff satisfaction and loyalty. This means that the relationship between these variables can
be stronger and beneficial for the teamwork as vessels of tacit knowledge and abilities, and at the
same time favor the company’s performance.
In practice, the three dimensions of commitment can be applied by human resource departments
to design teamwork training regarding affective, continuance, and normative aspects according to
their employee’s professional profiles. Also, these dimensions of commitment can be used to
improve the quality of the organizational climate for benefit of staff and the company during crises,
downsizing, and actions that can cause an unbalanced organizational climate.
Limitations and Futures Studies
Although the study sample followed the size determined by Hair et al. (2017), it was not possible
to perform multi-group analysis (MGA) due to the small size of the groups being smaller than the
G-Power software calculation. Another point regarding the sample is that it is of the nonprobabilistic type, which makes it impossible to infer the results for other groups and segments. It
is also necessary to emphasize that because this is a cross-sectional study and in a moment of
exception caused by the pandemic generated by Sars-Cov-2, the results are expressive for this
specific moment, which raises the need for further investigations.
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As future studies, it is suggested to relate the constructs presented in this article with the other
constructs of the Service Profit Chain as team climate, internal quality for instance. Another
possible suggestion is to increase the sample and promote multigroup analysis related to the three
types of area of activity of the research respondents.
Conclusions
The search for the best results in the market generates in the organizations the need to strengthen
the employee's involvement with the work. The components of the attitudinal perspective of
organizational commitment have antecedents and consequences in the provision of services and
the work developed by employees in the organization. Can be considered as a psychological
association, between the employee and the organization, organizational commitment implies the
permanence and identification of the employee with the workplace and the company itself (Islam,
Ahmed, & Ahmad, 2015). Divided into the affective, normative, and continuance components
organizational commitment is considered by Yiing and Ahmad (2009) as a negative predictor of
job satisfaction.
The individual's satisfaction is dependent on several aspects, among them, their personal and
professional ambition, the function performed, and the expectations created daily (Lizote,
Verdinelli, & Nascimento, 2017). Some aspects that are characteristic of the components of
organizational commitment experienced particularly in the organization, such as satisfaction with
salary, coworkers, leadership, working conditions, and possibilities of development and career
progress directly influence the level of employee satisfaction (Tamayo, 2001). The results
presented by organizations with high levels of workforce satisfaction reveal high levels of
commitment, higher productivity, and lower absenteeism (Guillon & Cezanne, 2014), and higher
task effectiveness and reduced intentions to change companies can also be identified (Wnuk,
2017).
It was found that Normative commitment does not generate a positive impact directly linked to
employee Loyalty, showing that the sense of moral obligation, the feeling of obligation to stay in
the company, and the relationships based on regulations and rules only impact the degree of
commitment. Taking into consideration affective commitment which is associated with the
conception of employee loyalty and commitment (Cohen, 2011; Yao et al., 2019) it can be
observed that the respondent group is affectively committed to the organization and has a high
level of loyalty.
Observing the data collected to test the hypotheses it was possible to identify the existence of
relationships between the components of organizational commitment and employee satisfaction,
from this point of view it can be understood that organizations should provide conditions for their
employees to remain committed, regardless of which component of organizational commitment
will prevail in the behavior of the individual.
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Appendix
Construct
Teamwork

Employee
Satisfaction

Affective
Commitment

Continuance
Commitment

Label
TW1
TW2
TW3
TW4
TW5
TW6
TW7
TW8
S1
S2
S3
S4
S5
S6
S7
CA1
CA2
CA3
CA4
CA5
CA6
CI1
CI2
CI3
CI4
CI5
CI6

Normative
Commitment

Loyalty

CN1
CN2
CN3
CN4
CN5
CN6
L1
L2
L3
L4
L5
L6
L7
L8
L9

Assertive
Employees understand each other’s situation well
Employees share a common goal with each other
Cooperation between departments goes smoothly
Information and data between employees are smoothly interchanged
The company pays a close attention to deployment and recruitment of employees.
The company impartially employs people suitable for the job.
Suggestion from employees and problem are thoroughly considered
I have empowerment to cope with the situation in providing service
I am satisfied with the working environment of my workplace
I am satisfied with what I am doing at workplace
I am satisfied with the relationship with senior workers
I have a sense of accomplishment from my job
I am satisfied with the relationship with fellow workers
Considering my qualification and effort, my salary is satisfactory
I think that working here is a helpful to improve myself
I do not feel "emotionally attached" to this organization
This organization has a great deal of personal meaning for me
I do not feel like "part of the family" at my organization
I really feel as if this organization's problems are my own
I would be very happy to spend the rest of my career with this organization
I do not feel a strong sense of "belonging" to my organization
I feel that I have too few options to consider leaving this organization.
It would be very hard for me to leave my organization right now, even if I wanted to.
Right now, staying with my organization is a matter of necessity as much as desire.
One of the few negative consequences of leaving this organization would be the scarcity of
available alternatives.
Too much of my life would be disrupted if I decided I wanted to leave my organization now.
If I had not already put so much of myself into this organization, I might consider working
elsewhere.
I would not leave my organization right now because I have a sense of obligation to the
people in it.
I do not feel any obligation to remain with my current employer
Even if it were to my advantage, I do not feel it would be right to leave my organization now
I would feel guilty if I left my organization now.
This organization deserves my loyalty
I owe a great deal to my organization
I am willing to put in a great deal of effort beyond that normally expected, to help this
organization be successful
I talk up this organization to my friends as a great organization to work for.
I would accept almost any type of job assignment in order to keep working for this
organization.
I find that my values and the organization's values are very similar
I am proud to tell others that I am part of this organization
This organization really inspires the best in me in the way of job performance.
1 am extremely glad that I chose this organization to work for over others I was considering
at the time I joined.
I really care about the fate of this organization
For me, this is the best of all organizations for which to work.
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